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Abstract 
Internet is integrated into nearly all aspects of activities including 
businesses. It is a medium that can be accessed anywhere. The advancement of 
Internet has contributed to the development of electronic commerce and trust has 
been suggested in the literature to play an essential role in the development of e-
commerce. Lately, e-commerce has also taken placed in a new platform, Social 
Networking Sites (SNSs). As in e-commerce, individuals’ trust is also important 
in using SNSs as the medium of commerce. Based on literature review, we 
found limited number of studies investigating factors that affect individuals’ 
trust in this medium. Examining factors that influence individuals’ trust in online 
purchase using SNSs was the primary concern of this research. In this study, 
four factors were examined which are propensity to trust, experience in online 
purchase, testimonial, and monetary risk. The samples of this research were 129 
Facebook users. Questionnaires were distributed through email and a posting on 
the researcher’s Facebook. Multiple regression analysis was used to test the 
relationships proposed in the study. The study revealed that propensity to trust 
and testimonial were two significant factors that influence individuals’ trust in 
online purchase through SNSs. 
 
Keyword: Trust, Online Purchase, Social Networking Sites, e-commerce. 
 
Introduction 
Today, Internet is integrated into nearly all aspects of activities including conducting 
businesses (Hong and Cho, 2011). The nature of the Internet and its interactive capabilities 
has served as an important medium for marketing (Ranganathan and Ganapathy, 2002). 
Businesses have realized that Internet can be used to boost organizational productivity and 
increase profit. Since the Internet was started as a commercial use in 1991, many businesses 
have taken this opportunity to create websites and promote their products and services 
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(Ecommerce-Land, 2004). Internet has revolutionized how businesses are being conducted. 
It has allowed businesses to interact electronically with their customers. It has provided 
more flexibility and efficiency in their operations, and it seems to be an important tool to 
build closer relationships with customers and suppliers alike (Cameron, 1997). 
Purchasing online is no longer a new phenomenon to consumers nowadays. Shopping 
through Internet offers a convenient way that cannot be achieved by brick and mortar store 
(Harn, Khatibi and Ismail, 2006). Consumers can access more information about products 
before they make purchasing decision. Busy consumers can save time and find shopping 
more convenient (Ibid). Consumers can simply visit websites from home, purchase with a 
click of mouse and wait for the product to be delivered at home. They can save on 
transportation cost and avoid traffic congestion. Unlike shopping off-line, survey on prices 
can be easily and repeatedly done before making any purchase. 
Recently, e-commerce has moved to Social Networking Sites (SNSs). There are many 
SNSs available in the market such as Facebook, My Space and Friendster. Individuals and 
businesses are taking advantage of this medium as a platform to sell products and services 
or keeping in touch with their friends or customers respectively (Ranganathan and 
Ganapathy, 2002). According to the latest report by Nielsen Global Online Survey, seventy 
percent of active online social networking users are using SNSs as a place to shop (The 
Social Media Report, 2011). This shows a new application of SNSs, which is a platform to 
conduct e-commerce, which traditionally was meant for socializing. 
The development of information technologies has given opportunity to individuals to 
use social networking as a medium to conduct businesses online. According to Laudon and 
Traver (2010), it is essential for e-commerce today to emerge along social networking. 
There are hundreds of millions who have joined one or more social sites (Internet Stats 
Today, 2010). Every individual in the network can share their daily activities with friends, 
or their interest in a particular topic.   
As mentioned above, there are many advantages to purchase online, including 
convenience, speed, pricing and access to the best products available. Despite many 
benefits in using online purchase, many Internet users are still having no confident to use it. 
Researchers such as Gefen (2000), Harn, Khatibi and Ismail. (2006) and Koufaris and 
Hampton-Sosa (2004) have suggested that lack of trust is a major hindrance in online 
purchase. Like e-commerce in the traditional platforms, e-commerce through SNSs may 
also face the same factors in terms of issue that affect their acceptance. E-commerce 
through SNSs is also conducted in the same dynamics as in the traditional e-commerce 
platform. They are conducted online, there are exchanges of confidential information online 
and limited or probably zero face to face encounters to name a few. Reviewing previous 
studies in this field indicates that studies examining factors that affect trust in e-commerce 
through SNSs is rather limited. Most of the studies were on factors that affect trust in the 
traditional e-commerce. Therefore, the purpose of this study is to fill this gap. Enriching 
empirical studies in e-commerce’s trust in different context provide opportunities for 
comparison between factors that affect trust in the traditional e-commerce medium and 
SNSs and for determination whether the salient factors affecting trust in both medium are 
similar and identical or otherwise. 
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Literature Review 
Trust has been identified as one of the critical key success factors in online transaction 
(Beldad, Jong and  Steehouder, 2010; Corritore, Kracher and Wiedenbeck, 2003). It helps 
consumers to overcome perceptions of uncertainty and risk in conducting online transaction 
(Jones and Leonard, 2008). Trust is related to competence, responsibility, dependability, 
and honesty (Swan, Trawick, Rink and Roberts, 1988). A study by Kraeuter (2002) has 
found that one reason why online consumers are reluctant to shop online is because in this 
medium, lack of faith could occur between consumers and businesses. Koufaris and 
Hampton-Sasa (2004) suggested that lack of trust is the primary reason for Internet users 
not to shop online. According to them the medium offers no direct physical involvement 
between seller and buyers, and physical experience with the product as well. Another aspect 
that contributes to the lack of trust is fraud. According to the Internet Crime’s report in year 
2009 and 2010, 336,655 and 303,809 complaints respectively were received. Although the 
data show that the number of complaints of the Internet crime has decreased, it is still high 
as compared to previous years. 
Trust is widely perceived as a critical factor to the success of e-commerce (Gefen and 
Straub, 2004; McKnight, Choudhury and Kacma, 2002; Wang and Emurian, 2005). 
Purchasing through Internet presents numerous risks for consumers. Purchasing products or 
services through online is different from the traditional medium (Gefen, 2000; Gefen, 
Karahanna and Straub, 2003). Consumers do not have any direct physical check on the 
quality of the product and security while shopping online (Lee and Turban, 2001; Wang, 
Chen and Jiang, 2009). Consumers also need to share personal details such as telephone 
number and mailing address. Besides, some of the financial information is also needed such 
as credit card number. Consumers also bear the risk when the product does not match with 
the description on the website or risk of damage during delivery process and so on. It is 
obvious that trust plays a key role in consumers’ acceptance of e-commerce. 
Many studies have been conducted to investigate factors that influence individuals’ 
trust in online purchase; however, they are generally focused in e-commerce context 
(Connolly and Bannister, 2008; Dolatabadi and Ebrahimi, 2010; Ha, 2004). Review of the 
literature indicates that studies on consumers’ trust in online purchase through SNSs is very 
limited. SNSs represent a fast growing phenomenon and have emerged as the web’s top 
application.  Examples of SNSs are MySpace, Facebook, Friendster and Twitter (Boyard 
and Ellison, 2007; Shin, 2010). Boyard and Ellison (2007) define SNSs as websites that 
give permission and allow individuals to construct public or semipublic profile within the 
bounded system, articulate a list to other users who they share a connection and view the 
profile and their connections in the same system. To join social networking, users need to 
create a profile and make connection to friends who are already registered on the site. In the 
profile of users, some list of information need to be added in. In order to add another friend 
into the users’ friends list, the users need to wait for approval signal from the other party. 
After the approval has been obtained, the friend automatically sent his or her link to the 
inviter. Then, the inviter can freely access the friend’s profile that has been approved 
(Dwyer, Hiltz and Passerini, 2007). The unique element about SNSs is that users can make 
their information visible to their social networks. This provides opportunities for the users 
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to meet new people, interact more effectively, and easily connected with friends although 
these parties are far apart (Boyard and Ellison, 2007).  
Trust has been widely discussed and defined in many different ways by researchers. 
Review of previous literature seems to indicate that there is no universal acceptable 
definition of trust (Beldad, Jong &  Steehouder, 2010; Kraeuter, 2002; McKnight, 
Choudhury, & Kacma, 2002). Trust is a multidimensional concept that can be studied from 
various points of many disciplines, including social psychology, sociology, economics and 
marketing. The study conducted by Koufaris and Hampton-Sosa (2004) defined trust as the 
willingness to rely on a third party after the first interaction with it. Another study 
conducted by Coulter and Coulter (2002) suggests that trust is a key factor in establishing 
long-term relationships between service representatives and their customers. In the context 
of online environment, customers’ trust can be defined as a set of belief held by an online 
customer concerning certain characteristics of the e-supplier, as well as the possible 
behavior of the e-supplier in the future. 
Lee and Turban (2001) define consumer trust in the Internet shopping context as the 
willingness of a consumer to be vulnerable to the actions of an Internet merchant and based 
on the expectation that the Internet merchant will behave in certain agreeable ways, 
irrespective of the ability of the consumer to monitor or control the Internet merchant. From 
various definitions that have been suggested by researchers, trust can be considered as a 
composition of multiple attributes that take into account different environments where it is 
established.  
Trust is always associated with risk that sometimes cannot be controlled (Aljazzaf, 
Perry and Capretz, 2010). Trust has also been introduced as e-trust or online trust in the 
context of online activities. Online trust has been defined in different ways by researchers. 
Online trust is a process that consists of requirement, attitude, intention, and purchase 
behavior (Hui and Kejin, 2009). Meanwhile, Corritore, Kracher and Wiedenbeck (2003) 
define online trust as “an attitude of confident expectation in an online situation of risk that 
one’s vulnerabilities will be not been exploited”. 
According to Aljazzaf, Perry and Capretz (2010), the most frequently mentioned 
definition of trust is “the willingness of a party to be vulnerable to the actions of another 
party, based on the expectation that the other will perform a particular action important to 
the trustor, irrespective of the ability to monitor or control those other parties” (Mayer, 
Davis and Schoorman, 1995). According to Reichheld and Schefter (2000), Internet users 
build trust the first time they visit a website. However, misunderstanding may happen 
between them and sellers. The misunderstanding may be due to the nature of the medium 
where the interaction occurs where no trustworthy way to identify either the information is 
right or wrong. Electronic service is different from traditional service in terms of 
uncertainty, lack of control, and potential of fraud to happen (Liu, Chen and Zhou, 2010). 
According to Akin and Singh (2005), there are many factors that can enhance trust in e-
commerce transactions. They are easy access to description of product and services, easy 
placing of orders, order confirmation, order tracking and post sales services. 
The concept of trust has been applied in many business fields, including organizational 
behavior, economics and marketing research, in an attempt to explain various patterns of 
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consumer behavior. There are various studies of trust in online purchase by researchers. 
Some of the studies investigated the concept of trust (Corritore, Corritore, Kracher and 
Wiedenbeck, 2003; Gefen, 2000; McKnight and Chervany, 2002) and others studies have 
proposed new methods of e-commerce as an agent in cyberspace (Kassim and Ismail, 2009; 
Lu, Zhao and Wang, 2010). There are also studies that proposed new models of trust in e-
commerce (Chen and Li, 2009; Gefen and Straub, 2004; McKnight and Chervany, 2002). 
Other studies have investigated individuals’ trust and the intention to purchase (Schlosser, 
White and Lloyd, 2006; Lu Zhao and Wang, 2010; McKnight, Choudhury, & Kacma, 
2002).  
Gefen (2000) investigated the role of familiarity and trust in e-commerce. Using 
Amazon.com as the target of the study, he found that familiarity with Internet influences 
individuals’ intentions to inquire about books, and their intentions to purchase them. The 
study suggests that individuals who are more experience and familiar with the online 
shopping will have a higher level of trust as compared to inexperience ones. Moreover, the 
data showed that the familiarity indeed builds trust. It was primarily individuals’ 
disposition to trust that affect their trust in online purchase. 
Hui and Kejin (2009) also investigated factors that affect individuals’ online purchase 
intention. The proposed model was empirically tested using data collected from a survey of 
online consumers in Shanghai. The findings of this study showed that perceived usefulness, 
compatibility and trust positively affect consumers’ attitude. The results also revealed that 
attitude positively affects consumer's purchase intention. 
McKnigh, Choudhury, & Kacma . (2002) found that the impact of initial consumer 
trust has affected consumers’ intention in conducting a transaction at a web site. They 
suggested that the development of customers’ trust is important to vendor because trust 
strongly influences consumers’ intention to transact online especially with unfamiliar web. 
The study also found that three significant factors that could influence individuals to put 
their trust on certain product are consumer perceptions of the safety of the web 
environment, perceived web vendor reputation, and web quality. 
Jones and Leonard (2008) investigated internal and external factors that affect 
individuals’ trust in consumer-to-consumer electronic commerce. The internal factors that 
affect trust were natural propensity to trust and perception of web site quality and external 
factor that affect trust were others trust of buyers or seller. With regard to the website 
quality, they suggested the importance of having updated web site and proposed that 
businesses should put more effort to create high quality web site. 
Addressing a slightly different issue, Ha (2004) investigated factors that influence 
consumers’ perception of brand trust. Factors such as security, privacy, brand name, word 
of mouth, good online experience and quality of information were hypothesized to affect 
brand trust. Two electronic bookstores were chosen (Amazon.com and Yes 24.com) as the 
target of the study. The results showed that brand trust is not built just on one or two 
components but it is established by interrelationships between complex components. 
Additionally, brand relationship on the web is an important factor in enhancing brand trust 
since it plays a critical role in building a trust towards the brand among consumers although 
risk is always there in purchasing books through online. 
Factors Influencing Individuals’ Trust in Online … 
IJISM, Special Issue (ECDC 2013)                                                                             17-18 April 2013 
6 
In another study, Alam and Yasin (2010) examined factors that influence online brand 
trust in online ticketing. Based on 289 respondents, the study found that security/privacy, 
word-of mouth, online experience, quality information, and brand reputation have a 
significant and positive relationship with online brand trust. Cheung and Lee (2003) 
explored the integrative model of consumer trust in Internet shopping. The study proposed 
that perceived trustworthiness of Internet vendor, external environment, and perceived risk 
as three main determinants of consumer trust in Internet shopping. In addition, the study 
proposed a propensity to trust to have a moderating impact on the relationships between 
consumer trust and its antecedents (except perceived risk). The modified model was tested 
on 405 students in a local university. From the analysis, it showed that perceived risk has 
the greatest influence on consumer trust in Internet shopping. Meanwhile, propensity to 
trust exhibits a significant moderating effect on consumer trust. 
Jiang, Chen and Wang (2008) investigated the relationship between knowledge and 
trust in consumers’ online shopping behavior. They investigated the relationship between 
knowledge, trust in online shopping, and the intention to go shopping online. Based on 254 
responses, the study revealed that knowledge is positively associated with trust and online 
shopping activities. In other words, people who know more about online shopping tend to 
trust and are more willing to shop online.  
In another study, Koufaris and Hampton- Sosa (2004) examined the development of 
initial trust of new customers on online companies. In this study, they proposed a model to 
explain how new customers of a web-based company develop initial trust in the company 
after their first visit. Questionnaire of the study was administrated to 340 respondents who 
were undergraduate and graduate students of a major university in the U.S.A. The findings 
indicated that perceived company reputation and willingness to customize products and 
services can significantly affect initial trust. Perceived web site usefulness, ease of use, and 
security control were also significant antecedents of initial trust. Meanwhile, individual 
trust propensity does not have any effect to initial trust. 
Fogel and Nehmad (2009) conducted a study on the Internet social networks 
communities that includes risk taking, trust, and privacy concerns. The results showed that 
individuals with profiles on social networking websites had greater risk taking attitudes as 
compared to those who did not. Moreover, greater risk taking attitudes exist more 
frequently among men than women. Interestingly, Facebook’s users are having a greater 
sense of trust than MySpace. 
In other studies, Shergill and Chen (2005) examined consumers’ attitudes towards 
online shopping. Based on 102 shopping mall patrons, the study found that the website 
design, website reliability/fulfillment, website customer service and website 
security/privacy are the four important factors that influence consumers’ attitude online 
purchasing. Chen and Li (2009) conducted an empirical research on consumer trust in e-
commerce. Six factors were examined which are perceived reputation, perceived size, 
propensity to trust, perceived system assurance, perceived privacy information protection, 
and perceived legal environment security. They found that perceived reputation and 
perceived system assurance were significant to the level of consumer trust. 
In an interesting study, Ko, Jung, Kim and Shim (2004) investigated culture differences 
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in perceived online risk among American and Korean Internet users. The results showed 
that perceived risk is high to the people who have no or less experience with online 
shopping. For the cultural comparison between Korean and American Internet users, they 
have similar aggregated degree of perceived risk in online shopping. 
Reviewing previous literature in this field indicates that many studies have been 
conducted on trust and e-commerce but to our knowledge very limited studies were directed 
in SNSs. Since online shopping through SNSs has seen a growing phenomenon, it is 
essential for a research to investigate factors that influence individuals’ trust in online 
purchase through SNSs.  Based on previous studies, this paper proposes four factors that 
could affect individuals’ trust in SNSs. While there are many factors that could be proposed 
to affect individuals’ trust, four common variables that we feel more appropriate to be 
chosen were testimonial, propensity to trust, experience in online purchase and monetary 
risk. 
 
Hypotheses 
In online businesses, testimonial is very important. It has also become one of several 
marketing techniques that is used to get quick responses from customers. Online testimonial 
offers an easier means to track, influence, and also reach new customers (Ha, 2004). A 
testimonial is a statement that voluntarily given by an individual about a product or service. 
It may include a written recommendation from satisfied individuals affirming the 
performance, quality and value of a product. In the SNSs, individuals can share comment or 
information by sending messages to other friends through comment box or inbox (Dwyer, 
Hiltz and Passerini, 2007). 
Word of mouth, one type of testimonial is a spontaneous event that does not need any 
script (Kotler, Keller, Ang, Leong and Tan, 2009). It influences consumer behavior more 
than other forms of marketing communications (Alam and Yasin, 2010), and affects 
individuals’ awareness, perceptions, attitude, intentions and behavior (Ha, 2004). Previous 
studies have found that testimonial could affect individuals’ trust (Jones and Leonard, 
2008). It can reduce the perception of risk in online transaction and enhance the overall 
trust (McKnight, Choudhury and Kacma, 2002). Online sellers use positive testimonial to 
highlight favorable opinions about a product or service and their trustworthiness to enhance 
individuals’ trust on the online purchase. Therefore, the first hypothesis is proposed. 
Hypothesis 1: Testimonial has a positive effect on individuals’ trust in online purchase 
through SNSs. 
Propensity to trust, which is also known as disposition to trust can be defined as 
“general willingness based on extended socialization to depend on others” (McKnight and 
Chervany, 2002; Koufaris and Hampton-Sosa, 2004). According to Mayer and Schoorman 
(1995) every individual has different disposition to trust. Some individuals may have higher 
tendency to trust even when they have very limited information on the other parties (Salam 
et al., 2005). McKnight and Chervany (2002) suggested that an individual may have higher 
disposition to trust because he or she believes in the general good nature of people. Thus, 
the second hypothesis is proposed: 
Hypothesis 2: Propensity to trust has a positive effect on individuals’ trust in online 
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purchase through SNSs 
According to Gefen (2000), experience using websites influences individuals’ intention 
to inquire and purchase a product online. According to Metzger (2006), people who have 
experience in Internet normally have more knowledge of online risk as compared to those 
who do not. According to Chen and Li (2009), past experience may affect individuals’ 
perception on online seller. Normally individuals tend to be more trusting when they have 
favorable experience purchasing product or service online (Kim, Ferrin and Rao, 2008; 
Shergill and Chen, 2005).  The third hypothesis is proposed. 
Hypothesis 3: Experience in online purchase has a positive effect on individuals’ trust 
in online purchase through SNSs. 
Monetary risk refers to the probability that a purchase will result in loss of money    
(Ko Kim and Shim, 2004; Naiyi, 2004). Probability of losing money can occur in online 
purchase through SNSs. Individuals may deal with illegitimate sellers. In SNSs, the process 
of paying for a product is by making an electronic money transfer to sellers’ bank account. 
After receiving the payment, the product is shipped.  The risk to buyers is they might not 
receive the product. This results to monetary loss. We postulate that individuals’ trust in 
online purchase through SNSs is influenced by the degree of monetary loss. Probability of a 
small monetary loss may not affect much on individuals’ trust in online purchase as 
compared to a bigger monetary loss. The fourth hypothesis is proposed. 
Hypothesis 4: Monetary risk affects individuals’ trust in online purchase through SNSs. 
The four hypotheses discussed are shown pictorially in Figure 1. The research model 
suggests that testimonial, natural propensity to trust, experience in online purchase and 
monetary risk affect individuals’ trust in online purchase through SNSs. 
 
 
 
  
 
 
 
 
 
 
 
 
Figure 1: Research Model 
 
Analysis 
Table 1 shows demographic of the respondents in this study. The respondents of this 
study were 63.6% female and 36.4% male. Majority of the respondents were in the range of 
21 to 35 age group representing 91.5% of the total respondents. Forty six percent of the 
respondents have a bachelor’s degree, 21.7% have a master’s degree, 17.1% have a diploma 
and 14% have high school certificate.  
Propensity to Trust 
Individuals’ Trust in 
Online Purchase 
through SNSs 
Testimonial 
Experience in 
OnlinePurchase 
Monetary Risk 
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Table 1: Summary for Demographic Variables 
Demographic  Frequency Percentage 
    
Gender Male 47 36.4 
 Female 82 63.3 
    
Age <20 1 0.8 
 21-35 118 91.5 
 36-44 6 4.7 
 >45 4 3.1 
    
Ethnic Malay 122 94.6 
 Chinese 6 4.7 
 Indian 1 0.8 
 Others 0 0.0 
    
Education High School 18 14.0 
 Diploma 22 17.1 
 Degree 60 46.5 
 Master 28 21.7 
 Ph.D. 0 0.0 
 Others 1 0.8 
    
Type of SNSs Facebook 124 96.1 
 Others 5 3.0 
    
Experience in purchasing through SNSs Yes 81 62.8 
No 48 37.2 
    
Maximum amount of single online 
purchase 
RM1-RM99 37 28.7 
RM100-RM299 29 22.5 
 RM300-RM499 12 9.3 
 RM500 and above 11 8.5 
 
Majority of the respondents were from the main ethnic group, Malay, representing 
94.6% of the total respondents. From the survey, majority of the respondents use Facebook, 
which constitute 96.1% of the total respondents. In terms of experience in purchasing 
online, more than 60 percent of the respondents have used SNSs to purchase goods or 
services. Majority of those who have experience in SNSs shopping, they spent less than 
RM100 and followed by those who spent about RM100 to RM299 range. 
Factor analysis was conducted to check on the validity of the measurement. It was 
performed with the intention to examine whether items that were used to measure a 
construct were loading well on their construct (Kothari, 2006). The principal components 
analysis with varimax rotation was used for the analysis. The result of the analysis is 
reported in Table 2 and Table 3. KMO was 0.852 which is higher than 0.6 as suggested by 
Kaiser (1974). In addition, Bartlett's Test of Sphericity was also significant. 
Factors Influencing Individuals’ Trust in Online … 
IJISM, Special Issue (ECDC 2013)                                                                             17-18 April 2013 
10 
Table 2: KMO and Bartlett’s Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.852 
Bartlett's Test of Sphericity 0.000 
 
Further observation of the results of the analysis indicated that some items need to be 
dropped. Two items were dropped from further analysis as they were highly loaded on 
other factors. Table 3 shows the final items and their loading that were kept for the final 
analysis. 
 
Table 3: Factor Loadings 
Rotated Component Matrix 
 Component 
 1 2 3 4 5 
I tend to trust a person, even though I have little knowledge of it 0.876     
My tendency to trust a person is high 0.860     
It is easy for me to trust a person 0.848     
Trusting someone or something is not difficult 0.812     
I generally trust other people 0.752     
I always shop online  0.917    
I usually buy product online  0.893    
I always use Internet as a medium to shop  0.879    
I have numerous experiences in online purchase  0.696    
Online shopping through social networking sites is trustworthy   0.843   
I feel that I could trust social networking sites to conduct my online 
purchase 
  0.825   
Internet shopping using social networking sites can be trusted   0.798   
When I need to purchase online, I would feel comfortable 
depending on social networking sites 
  0.727   
I received many testimonials from my friends about a product that I 
have purchased on social networking sites 
   0.825  
I prefer to purchase a product from social networking sites that has 
many testimonials given by my friends 
   0.773  
I frequently received recommendation from my friends and 
colleagues to buy product from social networking sites 
   0.762  
I think it is safe to buy product from social networking because of 
the low risk of losing money 
    0.915 
I think the risk of losing money associated with buying from social 
networking is low 
    0.891 
I assume there is a low risk of losing money when I buy a product 
through social networking sites 
    0.883 
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Internal reliability of each construct is presented in Table 4 below. The Cronbach’s 
alpha values for all constructs were above 0.7 indicating the reliability of the measurement 
used in this study.  
 
Table 4: Reliability Test 
Variable Cronbach’s Alpha 
Individuals’ Trust in Online Purchase Through SNSs 0.927 
Propensity to Trust 0.914 
Testimonial 0.833 
Experience in Online Purchase 0.913 
Monetary risk 0.934 
 
Having ascertained the construct validity and instrument reliability, multiple regression 
analysis was performed to examine the relationships proposed in this study. As shown in 
Table 5, F statistic for the final model indicated a significant model. The results show that 
propensity to trust, testimonial, experience in purchasing online and monetary risk explain 
51% of the variance in individuals’ trust in online purchase through SNSs.  
 
Table 5: Model Summary 
Model R R Square Adjusted R Square Std. Error of the Estimate 
1 0.715
a
 0.511 0.495 0.60366 
a. Predictors: (Constant), monetary risk, propensity to trust, experience, testimonial 
 
Model Sum of Squares Df Mean Square F Sig. 
1 
Regression 47.072 4 11.768 32.181 0.000
a
 
Residual 45.345 124 0.366   
Total 92.417 128    
  
Model Standard Beta t-value Sig. 
Collinearity Statistics 
Tolerance VIF 
(Constant)  2.161 0.033   
Propensity to Trust 0.361 5.354 0.000 0.868 1.152 
Testimonial 0.383 5.334 0.000 0.763 1.311 
Experience 0.109 1.543 0.125 0.788 1.269 
Monetary risk 0.133 1.894 0.061 0.799 1.251 
 
Variance-inflation factor (VIF) was used to examine the presence of multicollinearity 
among predictor variables. A variance inflation factor of less than 10 indicates non-
presence of multicollinearity. Referring to Table 5, VIF values were less than 10. This 
suggests that multicollinearity issue is not a concern in this study (Neter, Kutner, 
Nachtsheim and Wasserman, 1996). Table 5 indicates that out of four proposed paths, only 
two were significant. Propensity to trust (β = 0.361) and testimonial (β = 0.383) were found 
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to have significant effect on individuals’ trust in online purchasing through SNSs. 
However, the relationship between experience in online purchase (β = 0.109) and monetary 
risk (β = 0.133) were found do not significant in affecting individuals’ trust in online 
purchasing through SNSs.  The final research model is illustrated in Figure 2.  
 
 
 
  
 
 
 
 
 
 
 
*significant at 0.05 
Figure 2: Final Model 
 
Discussions of Findings 
The results of the study show that testimonials have a positive effect on individuals’ 
trust in online purchase through SNSs. Testimonial is considered an effective marketing 
technique that can be used by sellers in SNSs to promote their product through private 
message or on personal wall. In recent years, SNSs have been used by individuals to 
communicate, share, and discuss about interesting events, stories, and information 
including buying experience. When individuals benefit from a particular product or service, 
they may provide positive testimonial to others. Positive testimonials, which may include 
the sense of reliability of the sellers posted on individual sellers’ wall, may affect others 
trust of the sellers. This seems to suggest that positive testimonial increases individuals’ 
trust on the seller. Practical implication of this finding is that in order to increase trust 
among their customers, sellers on SNSs need to post positive testimonials of their 
customers on their SNSs site. The results of this study also show that propensity to trust 
positively influence individuals’ trust in online purchase through SNSs. The results were 
consistent with findings in other previous studies such as Lee and Turban (2001) and 
Dolatabadi and Ebrahimi (2010). The results indicate that individuals who are more 
inclined to trust others tend to have a higher trust in online purchase through SNSs.  
Surprisingly, the relationship between experience in online purchase and trust in online 
purchase through SNSs was not supported.  The finding implies that individuals’ online 
purchasing experience has no effect on individuals’ trust in online purchase through SNSs. 
SNSs may provide different environment and emotion settings to individuals. SNSs are 
platforms where individuals interact socially and they are surrounded by familiar friends 
and colleagues. This unique environment could be the major contributor to individuals’ 
trust level, regardless of whether they have experience purchasing online or not. In 
addition, in this study we were interested to look at consumer to consumer e-commerce, 
Propensity to Trust 
0.361* 
Individuals’ Trust in 
Online Purchase 
through SNSs 
Testimonial 0.383* 
Experience in Online 
Purchase 
0.109 
0.133 
Monetary Risk 
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i.e., buying and selling between individuals to individuals. Given the fact that buyers 
already know the sellers as they are in the circle of friends or colleagues, their online 
purchase experience does not matter. Their trust in online purchase through SNSs is pretty 
much has already being established.  
The results of the study also indicated that the relationship between monetary risk and 
individuals’ trust in online purchase through SNSs is not supported.  A possible explanation 
to this finding is that most individuals in SNSs pretty much know each other. Therefore, the 
level of concern on the monetary risk in online purchase through SNSs is not a factor. 
In this study, four factors influencing individuals’ trust in online purchase through 
SNSs were examined. The factors were propensity to trust, testimonial, and experience in 
online purchase and monetary risk. Based on these four factors, a research model for 
individuals’ trust in online purchase through SNSs was developed, and this can be treated 
as the main contribution of this study. Most of the previous studies focused on trust in       
e-commerce not in SNSs setting (Chen and Li, 2009;  Harn, Khatibi, and Ismail, 2006; 
Salam, Iyer, Palvia and Singh, 2005; Wang and Emurian, 2005; Corbitt, Thanasankit and 
Yi, 2003; McKnight and Chervany, 2002; Kolsaker and Payne; 2002 and Gefen, 2000).  
SNSs have given opportunities to individuals to run businesses online. SNS, as a 
medium of business can provide many benefits to individuals. Individuals can utilize SNSs 
to attract new and existing customers. In this study, propensity to trust and testimonial were 
found to influence individuals’ trust in online purchase through SNSs. Thus, individuals 
who are interested to engage in online businesses through SNSs may want to consider these 
factors in their business strategies to enhance individuals’ trust in their business. 
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